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Objective: The objective of our present study is to analyze the relationship between ethical marketing and strategic 
balance in the sample companies represented by the private and public companies operating in the industrial sector 
in the provinces of Babylon and Holly Karbala. 
Methodology/ Design: The problem of the study was formulated through several questions regarding the 
relationship between the variables of the study and its nature by which the objectives of the study were identified 
and represented in hypothetical scheme which shaped the formulation of the hypotheses that were scaled in the 
advanced statistical program "partial least squares structural equation modeling (PLS-SEM)" by analyzing data 
provided by the research tool (questionnaire) after applying it on the research community members who have been 
picked randomly: sections and branches managers from different administrative levels. (57) Questionnaires were 
distributed to public and private sector companies, (54) have been retrieved and (4) were excluded for being 
invalid so the final number is (50). For the analysis of data, the researcher used a set of statistical methods in the 
advanced statistical program (SmartPLS V.3) for data analysis because of the scarcity of research and studies using 
this advanced program and the accuracy of its results that can help in reaching objective and precise conclusions, 
as well as the use of (SPSS v22) to evaluate the scaling tools.  
Theoretical results: there is an ambiguous perception concerning the nature of relation among current study 
variables represented in independent variable (Ethical Marketing) and subsidiary variable (Strategic Balance). 
Practical results: the most important practical results reached by the researcher can be summarized in the 
presence of a relation of direct, positive and moral effect between ethical marketing and strategic balance of both 
sectors.      
The value and authenticity of the study: The value of the research lies in establishing the rules of knowledge and 
concepts of its variables through clarifying the relation of direct, positive and moral impact on these variables after 
applying them to the constituents of the study society and through a comparison that resulted in the superiority of 
private sector companies in their application of ethical marketing that achieves strategic balance and directing it 















Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(2): 2019 
 
 
يداذغبلا يدبه لدبع*                                             رفبظ ذوحه ًه** 
 





































Journal of University of Babylon for Pure and Applied Sciences,Vol.(27), No.(2): 2019 
 
 
 :  فرع
 
12









ةرمفلا توٍل ىندا توٍل ىصلا ًببسحلا طسىلا يربٍعولا فارحنلاا 
HO1 1.00 7.00 5.5465 .69717 
HO2 1.00 7.00 5.1395 .68878 
HO3 1.00 7.00 5.3953 .80116 
HO4 1.00 7.00 5.0930 .77654 
 قذصلاHO 1.00 7.00 5.293575 0.740913 
RES1 1.00 7.00 5.3953 .72403 
RES2 1.00 7.00 5.0581 .74130 
RES3 1.00 7.00 5.0116 .72751 
RES4 1.00 7.00 5.3605 .78084 
تٍلوؤسولا 1.00 7.00 5.206375 0.74342 
RS1 1.00 7.00 5.4535 .71385 
RS2 1.00 7.00 5.0349 .65883 
RS3 1.00 7.00 5.0930 .83494 
RS4 1.00 7.00 5.0000 .78215 
مارتحلاا 1.00 7.00 5.14535 0.747443 
FA1 1.00 7.00 5.1628 .85213 
FA2 1.00 7.00 5.9186 .72299 
FA3 1.00 7.00 5.1512 .83338 
FA4 1.00 7.00 5.9186 .89725 
فبصنلاا 1.00 7.00 5.5378 0.826438 
لا ًللاخلأا كٌىست EM 1.00 7.00 5.295775 0.764554 
SPSS
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 9102 :)2(.oN ,)72(.loV,secneicS deilppA dna eruP rof nolybaB fo ytisrevinU fo lanruoJ
 
 
 الانحراف الوعٍبري الىسط الحسببً الصى لٍوت ادنى لٍوت الفمرة
 34226. 4185.5 00.7 00.1 1AC
 68107. 2442.5 00.7 00.1 2AC
 10648. 3611.5 00.7 00.1 3AC
 99757. 3611.5 00.7 00.1 4AC
 0 .370237 55462.5 00.7 00.1 المذراث 
 66956. 6110.5 00.7 00.1 1PO
 97784. 7822.5 00.7 00.1 2PO
 99757. 3611.5 00.7 00.1 3PO
 82847. 9721.5 00.7 00.1 4PO
 34366.0 521121.5 00.7 00.1 الفرص
 16227. 4471.5 00.7 00.1 1EI
 24037. 6232.5 00.7 00.1 2EI
 59474. 5642.5 00.7 00.1 3EI
 51918. 2151.5 00.7 00.1 4EI
 387686.0 571102.5 00.7 00.1 البٍئت الذاخلٍت
 50296. 9149.5 00.7 00.1 1OG
 60748. 4889.5 00.7 00.1 2OG
 24037. 6232.5 00.7 00.1 3OG
 01157. 7679.5 00.7 00.1 4OG
 10758. 4180.5 00.7 00.1 5OG
 825577.0 2446.5 00.7 00.1 الاهذاف












 71796. 5648.5 00.7 00.1 1OH
 87886. 5931.6 00.7 00.1 2OH
 61108. 3599.5 00.7 00.1 3OH
 45677. 0390.6 00.7 00.1 4OH
 319047.0 575810.6 00.7 00.1 OHالصذق 
 30427. 3598.5 00.7 00.1 1SER
 03147. 1850.6 00.7 00.1 2SER
 15727. 6110.6 00.7 00.1 3SER
 48087. 5069.5 00.7 00.1 4SER
 24347.0 573189.5 00.7 00.1 الوسؤولٍت
 58317. 5967.5 00.7 00.1 1SR
 38856. 9430.6 00.7 00.1 2SR
 161
 9102 :)2(.oN ,)72(.loV,secneicS deilppA dna eruP rof nolybaB fo ytisrevinU fo lanruoJ
 
 49438. 0390.6 00.7 00.1 3SR
 51287. 0000.6 00.7 00.1 4SR
 344747.0 53479.5 00.7 00.1 الاحترام
 31258. 8261.6 00.7 00.1 1AF
 99227. 6819.6 00.7 00.1 2AF
 83338. 2151.6 00.7 00.1 3AF
 52798. 6819.5 00.7 00.1 4AF
 834628.0 8782.6 00.7 00.1 الانصبف
 تسىٌك الأخلالً ال
 ME
 455467.0 525560.6 00.7 00.1
 
 الانحراف الوعٍبري الىسط الحسببً الصى لٍوت ادنى لٍوت الفمرة
 34226. 4189.5 00.7 00.1 1AC
 68107. 2449.5 00.7 00.1 2AC
 10648. 3611.6 00.7 00.1 3AC
 99757. 3611.6 00.7 00.1 4AC
 370237.0 55930.6 00.7 00.1 المذراث
 66956. 6110.6 00.7 00.1 1PO
 97784. 7827.5 00.7 00.1 2PO
 99757. 3611.6 00.7 00.1 3PO
 82847. 9721.6 00.7 00.1 4PO
 34366.0 521699.5 00.7 00.1 الفرص
 16227. 4471.6 00.7 00.1 1EI
 24037. 6237.5 00.7 00.1 2EI
 59474. 5649.5 00.7 00.1 3EI
 51918. 2158.5 00.7 00.1 4EI
 387686.0 571629.5 00.7 00.1 الذاخلٍتالبٍئت 
 50296. 9149.5 00.7 00.1 1OG
 60748. 4889.5 00.7 00.1 2OG
 24037. 6230.6 00.7 00.1 3OG
 01157. 7679.5 00.7 00.1 4OG
 10758. 4188.5 00.7 00.1 5OG
 825577.0 2469.5 00.7 00.1 الاهذاف
 454417.0 315189.5 00.7 00.1 التىازى الاستراتٍجً
SSPS
 261






تٍضرفلا ربسولا VIF ربسولا لهبعه t Value p Value تجٍتنلا  رٍثأتلا نجحf2  ذٌذحتلا لهبعهR2 R2 لذعولا 
























2 HO→SB 2.06 0.147 0.858 0.063 ضفر 0.043 
0.616 0.612 
3 RE→ SB 1.819 0.165 0.962 0.336 ضفر 0.016 
4 RS→ SB 1.863 0.165 0.052 0.959 ضفر 0 








تٍضرفلا ربسولا VIF ربسولا لهبعه t Value p Value تجٍتنلا  رٍثأتلا نجحf2  ذٌذحتلا لهبعهR2 R2 لذعولا 

























2 HO→SB 2.06 0.169 1.858 0.063 ضفر 0.043 
0.406 0.401 
3 RE→ SB 1.819 0.208 2.962 0.006 لىبل 0.416 
4 RS→ SB 1.863 0.348 3.052 0.009 للىب 0.652 








 لبىل 684.0 .التىازى الاستراتٍجً له تأثٍر هعنىي هىجب فً تسىٌك الأخلالً ال 1
 رفض 741.0 .التىازى الاستراتٍجًتأثٍر هعنىي هىجب فً له  صذقال 2
 رفض 561.0 .التىازى الاستراتٍجًلهب تأثٍر هعنىي هىجب فً  وسؤولٍتال 3
 رفض 561.0 .التىازى الاستراتٍجًله تأثٍر هعنىي هىجب فً  حترامالا 4
 لبىل 115.0 .التىازى الاستراتٍجًله تأثٍر هعنىي هىجب فً  نصبفالا 5
 
 النتٍجت التأثٍر الفرضٍت الرهس
 لبىل 385.0 1
 رفض 961.0 2
 لبىل 802.0 3
 لبىل 843.0 4
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